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$99 Corolla’s and $149 Camry’s

Matt Morente Arnold DomingoPaul NievesReno Reyes

Nilo Ortiz MaryLou SantiagoWency Magno

See their ad on the front page of this section for more details!

Y ou can 
get the 
w o r s t 

“car service” in 
the world and 
be treated pretty 
badly if you get 
the wrong service 
manager or wrong 
service car company, but if you get a great 
one, you’ll be on your way confident that 
your car will keep running smoothly. With 
Hamer Toyota, you get a 100 percent 
guaranteed of excellent service with all 
your automotive needs.

* Hamer Toyota is the #1 Toyota Dealer 
in the nation in certified sales based on 
January 2009 as reported by TMS. Hamer 
Toyota is also the #1 volume selling new and TCUV 
dealer in the San Fernando Valley, Santa Clarita Val-
ley, Antelope Valley and Ventura County as per TMS 
retail and TCUV combined sales for calendar year 
2006, 2007 and 2008.

Come and check out Toyota’s selection of quality, 
durable and dependable cars and trucks that suit your 
needs. At Hamer Toyota an amazing selection of qual-
ity new and used Toyota cars, trucks, and SUV’s are 
being offered to customers along with the competitive 
financing to fit your budget. Hamer Toyota has an 
award winning parts and service department to help 
keep your vehicle on the road in peek performance.

Also at Hamer Toyota your friendly kababayans 
Matt Morente, Reno Reyes, Paul Nieves, Wency 
Magno, Arnold Domingo, Nilo Ortiz and Mary Lou 
Santiago, will help you look for better deals on a wide 
selection of brands including the new redesigned 
Sequoia and all-new 2009 Camry, Tundra, Corolla, 
Tacoma, Yaris, Matrix, Highlander, 4runners, Sienna, 
FJ Cruisers and certified pre-owned Toyota vehicles.  
You may also save thousands off KBB (Kelly Blue 
Book) on Certified Pre-owned vehicles with APR’s 
as low as 4.9%. 

Hamer Toyota is the place for you and your auto-
motive needs. Name the car you want, and Hamer 
Toyota has it—with the best deal possible! Right now, 
the all-new 2009 Toyota Venza is available at Hamer 

HAMER TOYOTA IS NUMBER ONE!*

Toyota and is open for immediate delivery! What 
more can you ask for?

Hamer Toyota is committed to your satisfaction 
and a lifetime relationship dedicated to your auto-
motive needs. At Hamer Toyota, their goal is to be 
recognized by their customers as one of the most 
respected and successful car dealerships in Southern 
California.

Hamer Toyota has been described by its custom-
ers with impeccable reputation for honesty, integrity, 
and fairness. Hamer Toyota is armed with the best 
automobile service matched with the best price that 
will provide the unsurpassed response for your car 
needs. The team behind Hamer Toyota is a roster of 
talented individuals who are professionally friendly 
with thorough knowledge and enthusiasm that will 
help you have a smooth and painless car dealership. 
At Hamer Toyota, high expectations are met.

Hamer Toyota has been servicing the greater Los 
Angeles and Santa Clarita areas for since 1939 in 
the same convenient location. Its location even let 
its customers hop indoors at one of the four covered 
showrooms. So ask your friendly kababayans for an 
appointment now, call them at 1-888-205-6655 or 
log on to www.hamertoyota.com. Hamer Toyota is 
located at 11041 Sepulveda Blvd. Mission Hills and 
conveniently located where the 5, 405, 118 and 210 
freeways meet! � (Advertising Supplement)

SH A N G H A I — L o c a l 
brands took more than 
a quarter of China’s pas-

senger car market last month but 
foreign executives were mixed 
in their assessment of the com-
petitive threat, saying quality 
standards still fell far short of 
globally acceptable levels.

Homegrown upstarts such as 
Chery Automobile, Geely Auto-
mobile and Great Wall Motor 
are showcasing new, high-end 
brands at this week’s Shanghai 
auto show as they aim to grab a 
slice of the profitable, foreign-
dominated segment.

Reaction to the attempt, com-
ing less than a decade after 
motorisation began in earnest 
in China, ranged from nervous-
ness to downright scepticism 
from established global players 
sharing the floor at the show, 
which opens to the public on 
April 29.

“I don’t find it surprising at all 
that the Chinese are looking to 
go into the (high-end) market,” 
BMW AG’s global sales chief, Ian 
Robertson, said at the sidelines 
of the auto show this week.

“It’s a natural progression, 
and the advantage that Chinese 
manufacturers have with the 
large local market is big. I never 
underestimate competition,” 
he said.

An official at Daimler AG, 
which along with BMW domi-
nates the global luxury market 
agreed, although he said suc-
cess would not be imminent.

“The question is how long 
will it take for Chinese brands 
to compete with carmakers 
from Europe, Japan, and the 
United States. This will take 
time,” Ulrich Walker, head of 
Daimler Northeast Asia opera-
tions, said.

“The big question is how 
long, but I’m sure that in future 
the local brands will also be 
competitive enough to go abroad 
and to export their products to 
our parts of the world.”

Nissan Motor Co Senior Vice 
President Andy Palmer said he 
had seen a vast improvement 

Ian Robertson, board member of German luxury 
carmaker BMW, pauses during the company’s 
annual news conference in Munich in this March 
18, 2009 file photo.
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Foreign car execs see mixed 
threat from China brands

by Chang-Ran Kim and Michael Wei
 Reuters

in the craftsmanship of Chinese 
cars from seven years ago when 
the market—now the world’s 
biggest—was just starting to 
emerge.

A sizeable distance still re-
mained, but he warned against 
writing off the scope for further 
improvement.

“Thirty years ago, the image 
of Japanese cars was that they 
rusted,” he said. “So that’s how 
much things can change.”

Beijing Hyundai Motor Presi-
dent Noh Jae Man said the threat 
was already at hand.

“They are very competitive, 
and expanding rapidly,” he said, 
pointing to the 30 percent sales 
jumps at Chery and Geely in the 
first quarter. “Judging from their 
performance, they will grow in 
the future.”

Others were not so sure.
Competing in the local market 

was one thing, but acceptance 
would not be forthcoming for 
high-end Chinese cars abroad, 
Nick Reilly, president of General 
Motors Corp’s Asia Pacific divi-
sion said.

“They just don’t have that 
brand image yet,” he said. “It 
would be much more sensible 
for them to try to go into the 
lower end or the middle, and 
then grow from there to the up-
per end.”

Indeed, Shanghai’s vast auto 

show was sprinkled with what 
Chinese cars are most associ-
ated with: copy-cat versions of 
foreign vehicles.

FAW Haima, which previously 
had partnered Mazda Motor 
Corp to receive technological 
help, is unveiling the Haima 2, a 
look-alike version of the Mazda2 
subcompact. It already sells the 
Haima 3, which resembles the 
popular Mazda3 compact, with-
out the Japanese automaker’s 
consent.

BYD Auto, the car arm of 
battery giant BYD Co, is dis-
playing its M6 multi-purpose 
vehicle, which has an uncanny 
resemblance to Toyota Motor’s 
Estima/Previa.

One executive said Chinese 
brands’ success so far was be-
cause more than 80 percent of 
car sales are to first-time buyers 
who have no reference point for 
what to expect.

“Once they see how easily 
some of these cars can break 
down, they may choose to pay 
a little extra for a more reliable 
car next time,” the Japanese 
executive said, who requested 
anonymity due to the sensitive 
nature of his comments.

That thinking should take root 
particularly once a used car mar-
ket develops in China, and re-
sidual value begins to play a role in 
purchasing decisions, he said.

Underscoring how far Chi-
nese carmakers have to go, 
even Brilliance Auto, which bills 
itself as a maker of premium 
cars, scored zero out of five in 
a recent German crash test with 
its BS4 sedan.

Still, Michael Dunne, a China 
expert at consultancy J.D. Power 
Asia Pacific, said writing off 
Chinese carmakers’ capacity to 
improve would be a mistake.

“Five years ago, they were not 
even on the radar. No one had 
even heard of them,” he said.

“Today, as a group, they 
have 25 percent market share. 
So don’t underestimate the 
ambition or the ability of Chi-
nese auto makers to come up 
quickly.” g
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